Creative collaboration between museums and well-known companies by Cao, Xiaoyi
 CREATIVE COLLABORATION BETWEEN MUSEUMS AND 
WELL-KNOWN COMPANIES 
 
 
A Thesis 
Submitted to the Faculty 
of 
Drexel University 
by 
Xiaoyi Cao 
in partial fulfillment of the 
requirements for the degree 
of 
Master of Science in Arts Administration 
March 2018 
 
  
 
 
 
© Copyright 2018 
Xiaoyi Cao. All Rights Reserved
 ii 
TABLE OF CONTENTS 
 
ABSTRACT .................................................................................................................. iii 
INTRODUCTION ......................................................................................................... 1 
LITERATURE REVIEW .............................................................................................. 4 
STATEMENT OF PURPOSE ..................................................................................... 12 
RESEARCH METHODOLOGY ................................................................................ 15 
RESEARCH LIMITATIONS ...................................................................................... 16 
CASE STUDIES .......................................................................................................... 17 
CONCLUSION ............................................................................................................ 34 
REFERENCES ............................................................................................................ 37 
APPENDIX A: INTERVIEW QUESTIONS .............................................................. 40 
 iii 
ABSTRACT 
 
 
 
 
The following thesis focuses on the collaboration between nonprofit art 
museums and large companies. For art museums, building a partnership with 
well-known corporations can help to increase the audience attendance, saving 
marketing and operating cost, as well as improve the reputation through social media 
and advertisement. It is essential for nonprofit art museums to know that the 
collaboration can be achieved through different ways including financial-sponsorship 
and creative partnership, as long as there is a common goal between the museum and 
the companies.  
Four case studies help to illustrate the findings which are San Francisco 
Museum of Modern Art, Philadelphia Museum of Art, Whitney Museum of American 
Art and Bank of America. From the studies, museums should also see some potential 
risks that will happen when building a cross-sector relationship, such as losing their 
artistic identity or cannot find the perfect partner. Nonprofit art museums should 
always be aware of the different trend in different industries in order serve the target 
community in the most efficient way.
 
 
1 
INTRODUCTION 
 
 
The growing magnitude and complexity of socioeconomic problems facing 
societies throughout the world transcend the capacities of individual organizations and 
sectors to deal with them adequately (Austin & Seitanidi 2012). From the nonprofit 
perspective, because of the proliferation of nonprofit organizations (NPOs), combined 
with the global recession and scarce public and private funding, NPOs are forced to 
compete for diminishing resources to ensure long-term survival (Never, 2011). 
Therefore, there is a demand for NPOs to achieve a higher operating level by 
improving their programming, innovation, managerial skills, accountability, and 
efficiency. Building partnerships within the NPO sectors and outside the NPOs sector 
is a valuable way to attain these objectives (Sanzo et al. 2013). 
Cross-sector partnerships mean collaborating with outside-field institutions, 
and refers to collaborative alliances among businesses, governments, and civil 
societies that address social causes, have experienced rapid growth (Austin & 
Seitanidi 2012). Four main categories are commonly distinguished (Selsky & Parker 
2005): business-nonprofit, government-business, government-nonprofit, and 
business-nonprofit-government. This research focuses on the business-nonprofit 
collaboration, especially nonprofit arts organization because compared with other 
collaboration forms mentioned above, the business-nonprofit partnership is more 
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flexible (Harris 2012). Those flexibilities include the drivers, goals, manifestations, 
and outcomes, etc. For example, Galaskiewicz and Colman (2006, p.181) argued that 
the goals of business-nonprofit collaborations may be philanthropic, strategic, 
commercial or political. Likewise, the goals of cross-sector partnership may vary, so 
too can the forms and outcomes that such partnerships may take (Cordes & Steuerle 
2008).  
The business-nonprofit collaboration is a win-win strategy. The survey which 
was conducted by American for the Arts and the pARTnership Movement 
(www.pARTnershipMovement.org) in 2013 showed how the arts can help businesses 
enhance the critical thinking and creative skills of their workforce and how arts 
organizations can develop new, innovative business strategies from the collaboration. 
For large companies, the cross-sector relationship is even more critical. The 
demographics of well-known brands’ customers is changing. Take luxury fashion 
brands as an example, millennials are becoming the primary buyers, while the Gen 
Xers is the second-largest buying group (Shullman 2016). While millennials that 
participate in arts activities in both visual and performing forms are represented about 
62% of the total population in 2012 (NEA 2015). Large companies want to chase 
more younger customers, and nonprofit art organizations have a broad base of their 
target audience, which makes the collaboration with NPOs more necessary. Nonprofit 
art institutions and business can make achievements and advance the communities in 
which they live and work in new and resourceful ways through the collaboration 
 
 
3 
(American for the Arts 2013). Therefore, it is worthy to study this type of 
collaboration to improve nonprofit-art organizations’ operational ability, as well as 
better serving the community.  
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LITERATURE REVIEW 
 
 
To establish a framework for the study, the literature review is conducted to 
map the field of the collaboration between business and NPOs. A lot has been written 
about the area of business-NPO partnerships. The following literature review will 
highlight the essential themes based on a summary of the sphere of study which 
includes: the motivation of this collaboration from a business perspective, the 
definition and practice of Corporate Social Responsibility (CSR) and Cause-Related 
Marketing (CRM), as well as the difference between sponsorship and partnership, 
which is also called the “innovation collaboration”. This big picture makes it clear 
that a more specific type of collaboration should be conducted, especially from the 
nonprofit’s perspective.  
In the past few years, arts organizations have been hard hit by shrinking 
audiences and rising debt (Kotler 1996). According to the data from the National 
Endowment for the Arts’ Survey of Public Participation in the Arts (SPPA) in 2015, 
adult attendance rates have declined for a core set of arts activities since 2002. Annual 
appropriations to arts agencies have continued to decline in since the economic 
recession. (NEA, 2012). Cuts in government funding have become severe, and many 
sources of funding - especially government agencies and private foundations - have 
been earmarking grants for specific programs so that less is available for general 
operating budgets. Arts organizations face a constant upward spiral of operating costs 
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(Scheff 1996). Among these severe situations, audience size is stagnant at best; in 
many areas, it is shrinking. Many nonprofit arts organizations’ financial resources 
began to erode, and they should look for solutions to fix the high operating fixed 
costs. 
The general question of this project is, how can nonprofit arts organizations 
succeed in this environment and fulfill their artistic missions? One solution is what 
has been called strategic collaborations, or collaborative relationships (Scheff & 
Kotler 1996). Arts organizations are leveraging their limited resources by allying 
themselves with organizations ranging from other nonprofit arts groups to community 
groups to businesses. Collaborative relationships between businesses and nonprofit 
arts organizations have grown tremendously (Austin & Seitanidi 2012), taking a 
variety of forms such as corporate volunteering (Grant 2012), corporate partnerships 
(Olsen & Hill 2006), or cause-related marketing (Liston-Heyes & Liu 2010).  
In the previous research, the collaborations between business and nonprofit art 
organizations have frequently been addressed. Such questions related to this field, for 
example, “How can collaboration between nonprofits and businesses most effectively 
co-create significant economic, social, and environmental value for society, 
organizations, and individuals?” (Austin & Seitanidi 2012), and “How the Arts Can 
Prosper Through Strategic Collaborations?” (Scheff & Kotler 1996), have been 
answered sufficiently. The answers are clear, that is, the business-nonprofit arts 
collaborations have multiple benefits (Seitanidi & Crane 2008). However, little has 
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been mentioned about some types of business-nonprofit arts partnerships, either the 
potential negative effects that might occur in the collaborations. There are some 
success cases about the collaborations between big-brand businesses and nonprofit 
arts organizations, such like the partnership between the EDS Corporation and the 
Detroit Symphony Orchestra, lies in a collaboration that focuses on what each does 
best to the advantage of both (Scheff & Kotler 1996). Although there is few in-depth 
studies about this type of collaboration, this literature will still present some basic 
information and theories to help readers to understand the basis of the 
business-nonprofit collaboration better, as well as get readers prepared for the specific 
topic that will be studied in the future sections.  
What motivates businesses to cooperate with NPOs and arts? 
It is very imperative to understand the reasons that businesses choose to build 
relationships with NPOs and arts. Only after understanding these motivations, arts 
administrators can find potential partners efficiently and make decisions explicitly to 
achieve a common goal. According to the 2010 Business Committee for the Arts 
Triennial Survey of Business Support to the Arts, based on a total of 600 businesses 
completed telephone surveys, more than 33 percent of enterprises believe that giving 
to arts is tied to corporate goals, and another 66 percent preferred choosing 
organizations that provide opportunities for corporate recognition. Almost all of the 
businesses that participated in the survey agree that arts giving can benefit them by 
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increasing name recognition (79 percent) and offering networking opportunities and 
potential to develop new business (74 percent). 
Corporate Social Responsibility (CSR) 
Corporate social responsibility (CSR) has been found as the most common 
theme in writings about businesses and NPOs. CSR can be broadly defined as “the 
economic, ethical, and discretionary (or philanthropic) responsibilities that companies 
should assume.” Essentially, it is the idea that businesses can “do well while doing 
good.” (American for the Arts 2013). CSR efforts often include cash and in-kind 
donations, matching gifts, employee engagement programs, and cause marketing. 
Corporate giving programs increasingly focus strategically and specifically on issues 
that align with their business interests and have a positive social impact on their 
consumers and the communities in which they do business. A lot of previous research 
has addressed the importance of CSR. Green and Peloza (2011) cited in Cheron et al. 
(2012) believe the notion that CSR creates value for consumers is now widely 
accepted, while Lantos (2001) believes that CSR has been perceived as motivated by 
marketing purposes. Some such as Moir (2001) and Idowu and Towler (2004), see 
CSR’s benefits in the shape of increased customer loyalty, enhanced quality and 
productivity as well as greater employee loyalty and retention. Others, for instance, 
Polonsky and Jevons (2006), see CSR as part of an organization’s brand strategy, 
cited in Sheikh and Beise-zee (2011, p. 28) thus: “CSR branding explicitly means that 
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CSR is a core part of the brand, and associated activities communicate brand 
characteristics.” 
Cause-Related Marketing (CRM) 
CRM is not to be viewed as a synonym, but a manifestation of CSR; indeed, a 
dimension of it termed specificity or cause specificity of CSR (Sheikh and Beise-Zee 
2011). In general, CRM refers to a strategic partnership between a for-profit and an 
NPO that produces a promotional fund-raising campaign, such that a specific 
percentage of the firm’s sales is donated to a designated social cause (Chang 2008). 
The CRM should be understood as an instrument of CSR, bringing incremental 
benefits into the business, through commitment in associating the marketing function 
with the ethical dimension of the industry (Mititelu & Fiorani & Mariani 2014). CRM 
was initiated in the US in the 1980s (Jahdi 2014). Companies have become active 
participants in supporting causes (Shimp 2009). CRM’s growing popularity and 
acceptance by both for-profit and non-profit organizations (Barnes & Fitzgibbons 
1992), as well as by consumers (Ross et al. 1992, 1991), offers it as a good 
component of a company’s overall marketing strategy (Lachowetz & Irwin 2002). 
The CRM expenditure for 2008 by the American marketers alone was $1.5 billion 
(Shimp 2009).   
In a relatively new CRM phenomenon, nonprofits are cooperating with luxury 
brands (Baghi & Gabrielli 2013). For example, 25% of the sales of a limited edition 
“Gucci for UNICEF” bag will go toward United Nations Children’s Fund’s (UNICEF) 
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“Schools for Africa” initiative. US-based FedEx is also applying the CRM theory 
(Lachowetz & Irwin 2002), charitable organizations that benefit from this are the 
International Red Cross and the St. Jude Children’s Research Hospital. A survey 
aimed at measuring the impact of FedEx’s CRM efforts indicated that over 75 percent 
of respondents would be more willing to use the company’s services based on its 
support for charities (Jahdi 2013).  
Several studies emphasize associating with a social cause with a high degree 
of fit will foster brand credibility, and strengthens existing brand knowledge (Hoffler 
and Keller 2002). From the business perspective, the CRM initiatives are a new way 
of adding value to a brand or product, greatly improving the social reputation of a 
brand. (Mititelu & Fiorani & Mariani 2014).  
Collaboration Innovation: From sponsorship to partnership 
Sponsorship is defined by many scholars such like as Meenaghan and Shipley 
in 1999 and Cobbs in 2011, as a marketing tool used by companies to associate with 
the image of a sponsored entity for commercial purposes, providing financial support 
to this entity in return. The partnership represents a new perspective in arts and 
business relations that has emerged over the past ten years. It is a relationship that 
implies the combination of resources to maximize outcomes, knowledge sharing and, 
as a result, competency development and more innovative ways of working (Fonfara 
1999). In other words, a partnership is an innovation result of sponsorship.  
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Traditionally, the collaboration between business and arts organizations has 
been defined as private support or corporate giving. Businesses described themselves 
as sponsors rather than partners, NPOs regarded themselves as money-receivers 
instead of collaborators. However, as public budgets decreased, the profit-oriented 
utilitarianism changed the language of private arts funding, replacing the charitable 
approach with a “win-win” strategy, which indicates that arts organizations are not 
just a passive beneficiary, but instead act as business partners (Holt 2006).  
This collaborative innovation between business and NPOs brings together all 
relevant public innovation assets regarding knowledge, imagination, creativity, 
courage, resources, transformative capacities and political authority (Cankar & Petkov
šek 2013). Here, partnerships can be briefly described as a realization of common 
projects. McNicholas (2004, 849) recognized that a partnership is the most 
contemporary form of arts and business relations and has become a robust mutual 
engagement in the twenty-first century. Within a corporation, nonprofit arts 
organizations and businesses are motivated to understand the needs of their audience 
and imply the idea of “trust, commitment and shared beliefs and objectives” (Thomas 
et al. 2009,740). The resources that businesses transfer to NPOs include not only 
money but also goods, equipment, use of premises, employees’ time, provision of 
services, specialist knowledge, and sharing of brands (Harris 2012). The shift from 
support-oriented relations to arts funding as a business strategy has been dominant in 
the discourse of arts and business relations (Lewandowska 2015). Both economic and 
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social benefits can be achieved through strategic partnership with nonprofit arts 
organizations. 
This literature review establishes a framework for what has been researched 
and some important terms that are widely used in the current field. In the following 
study, more efforts will be put on the specific type of business-nonprofit collaboration, 
which is the partnership between big-brand businesses and the nonprofit art 
organizations. My aim is to begin to complete the current research field and to 
provide the information for future studies.  
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STATEMENT OF PURPOSE 
 
 
 
 
For years, there are studies and reports illustrated that small businesses 
continue to be highly focused on philanthropy in their local markets (The BCA 
REPORT, 2013). As such, arts organizations have a natural opportunity to build 
partnerships with these companies by providing innovative programs that serve broad 
community audiences. However, recently it is the large businesses that have led the 
arts giving resurgence, with a median gift size that surpasses even the pre-economy 
downturn year of 2006 (American for the Arts 2013). According to the 2017 Business 
Contributions to the Arts Report, published by The Conference Board in association 
with Americans for the ARTS, large companies’ contributions to the arts are 
particularly substantial. Nearly all companies with revenue over $1 billion make 
financial contributions (Americans for the Arts 2017). Companies with revenues more 
than $3 billion regard their philanthropic contributions structure as a significant part 
of company strategy, with increasingly directing cash and noncash gifts to NPOs as 
community engagement  (The Conference Board 2016). 
Therefore, the purpose of this study is to give an in-depth understanding of the 
collaboration between nonprofit art museums and big companies from the museum’s 
perspective. In the end, nonprofit art museums can know precisely about their benefits 
and potential risks when partnering with large corporations.  
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The 21st century is an age of interdependence and cross-sector collaborations 
between nonprofits and corporations are becoming a common phenomenon (Austin 
2000). Corporate social responsibility (CSR) and cause-related marketing (CRM) has 
motivated many corporations to align their goals with nonprofit institutions. Arts 
organizations are catching the initiative in the economic climate. Meanwhile, 
developing the cross-sector relationship is essential because nonprofit art 
organizations are experiencing a decline in their audience engagement and revenue 
income (London & Hart et a.l 2011). Administrators need to find ways to cover these 
losses and keep up with the changes. 
However, most previous studies analyzed this kind of collaboration from a 
corporate, rather than a nonprofit perspective (Boenigk and Schuchardt 2015), either 
ignored different types of the relationship (Baumgarth 2013). Therefore, this thesis 
will try to complete the system of cross-sector collaboration between nonprofit arts 
organizations and business companies, which will focus on the relationship between 
nonprofit art museums and large corporations. Two primary research questions guide 
this study: 
Research Question 1: How will nonprofit art museums benefit from 
collaborating with well-known companies, especially in increasing audience’s 
attendance and revenue streams? 
Research Question 2: What are the potential risks of this kind of partnership? 
How could nonprofits avoid them? 
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My expected findings include: 
l Partnering with well-known companies can expand nonprofit art 
museums’ revenue stream, especially in the individual donations and financial 
support in the marketing plan.  
l Partnering with well-known companies will increase nonprofit art 
museums’ reputation in the way of advertisement and social media. 
l Both museums and businesses are willing to evolve their 
collaboration into a non-traditional partnership (partnership) instead of traditional 
sponsorship (sponsorship), which the nonprofits are receivers and businesses are 
“check-payers.” 
l The partnership between well-known companies and museums may 
have a negative impact on museums’ organizational identity if their missions 
don’t fit with business’s goals.  
This research is by no means general enough to cover all types of cross-sector 
collaborations between nonprofit arts organizations and businesses. The study is an 
attempt to get insight into the nonprofit art sector through real cases about the field of 
cooperation with big brand companies.  
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RESEARCH METHODOLOGY 
 
 
A prominent methodology in past research in this field is the case study, which 
has proven particularly useful for generating theoretical and practical insights (Grey 
& Wood 1991). This study will follow this method using multiple case studies. Online 
research (websites) and documentary studies (annual reports, IRS Form 990s, etc.) are 
also used in collecting necessary information of the research objectives. That 
information will include the history of partnerships, the background of partners, the 
achievements after building the partnership, etc. To further answer the research 
questions, as well as to have a more in-depth look of the relationship from 
motivations, expectations, decision-making process and outcomes, individual 
interviews are conducted with key employees from art museums and businesses who 
participate in previous or current partnerships. 
Four cases I examined in this study are the San Francisco Museum of Modern 
Art (SFMOMA), the Philadelphia Museum of Art (PMA), the Whitney Museum of 
American Art and Bank of America. Bank of America was chosen as the only 
business corporation in this study because it has successful partnerships with all the 
three art museums mentioned above. Other cross-sector relationships including the 
collaboration between Whitney Museum and Tiffany&Co for the 2017 Biennial, the 
long-term partnership Philadelphia Museum of Art built with PECO, and the creative 
relationship between SFMOMA and Adobe, etc. 
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RESEARCH LIMITATIONS 
 
 
This research will focus on one specific type of collaboration, and it thus 
features some limitations. The information provided by this research may not be 
general enough to be applied to all kinds of nonprofit arts organizations. Partnering 
with well-known companies still, have some requirements for nonprofits such as their 
organizational scales and financial ability. Furthermore, this research attempts to 
address only several kinds of beneficial outcomes that nonprofits can achieve through 
the partnerships, which are the expansion of revenue stream, the increase of audience 
and the improvement of reputation through social media. The research may not 
answer how the partnership will influence the employee and other factors in the 
nonprofit arts organizations.  
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CASE STUDIES 
 
 
Four organizations that are included in this case study, three nonprofit art 
museums (San Francisco Museum of Modern Art, Philadelphia Museum of Art, 
Whitney Museum) and Bank of America, a global financial company. The three art 
museums are famous for their collections and are regarded as essential destinations in 
their cities. They both participate in partnering with different types of business 
companies and have achieved great success. They have flexible collaboration models 
and can fit themselves into various kinds of relationships. Bank of America was 
chosen as one of the research subjects because it was on the top of these three 
museums’ partner list, as well as for its long history of supporting arts and culture. 
Each organization has at least one employee that participated in a phone interview.  
San Francisco Museum of Modern Art (SFMOMA) 
SFMOMA is one of the foremost museums of modern and contemporary art, 
with an exemplary collection of more than 33,000 works of architecture and design, 
media arts, painting, photography, and sculpture. After they opened the new building 
in 2016, the museum became more welcoming and better connected to the San 
Francisco city than ever before, with free public access to nearly 45,000 square feet of 
ground-floor galleries, as well as a permanent commitment to free admission for all 
visitors 18 and younger. SFMOMA has many successful partnerships in a lot of 
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different ways including cash contribution from companies, corporate membership 
program, in-kind giving program and grant support for the education program. 
For instance, the partnership between SFMOMA and Campari America is an 
in-kind giving program, which means companies give gifts or product instead of cash. 
Campari America provides an in-kind contribution of Spirits for all the museum’s 
open bar events. Another one is with Adobe. Adobe has built a premier photography 
interactive exhibition in SFMOMA named Self Composed which defined a new way 
of selfies.  
Among the various partners, Bank of America (BOA) is on the museum’s top 
list, their premier sponsor, which means it partner with the museum throughout the 
year, helping underwrite art, education and community programs. Bank of America 
has supported many of SFMOMA’s most celebrated exhibitions since 1981 and is the 
exclusive corporate sponsor of the museum’s Campaign for Art inaugural exhibitions. 
SFMOMA participated in BOA’s Museum on Us project, which allows the bank 
cardholders the opportunity to visit the museum free on the first full weekend of every 
month. BOA also support the opening day of the new museum building. 
To get a deeper look at this long-term stable relationship, a phone interview 
was conducted with Richard Havens, the associate director of Corporate Membership 
and Grants in SFMOMA. Mr. Havens sees this cross-sector relationship in a 
bidirectional way based on his own experience. For museums, sometimes the first 
challenge is to find a right partner. To answer this question, Mr. Havens explains, 
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We don’t decide the way it works. We don’t decide whom to partner with. 
What we do is we reach out to companies to see what companies would be inclined to 
support the museum, and where we could have a discussion around how our goals 
align with their goals…we could find some common ground and create a partnership 
around that. 
The critical factor to begin a partnership is to find a company with a common 
goal, then the agreement contract and further efforts. Mr. Havens provides an example 
to help understand that, 
We have another (partnership) with illy Coffee, a very old coffee brand in Italy. 
They have an American company and looking at the San Francisco Bay Area as an 
area of expansion. Considering their long history of partnering with art organizations 
and artists, for instance, they have a wine club that is designed by various artists. So 
there’s a natural affinity there for them to get involved with art museums. It made a 
lot of sense for them to align with SFMOMA since we have a key demographic of our 
audience represent the key demographic of who they’re targeting. So that’s a win for 
them as well. We are looking for a mutually beneficial relationship that could help 
one and another, and illy Coffee is a good example for that. 
With partnering with business companies, SFMOMA’s priority goal is to raise 
funds to operate the museum. SFMOMA has about 65 million dollars annual budget, 
and more than 20 million dollars are contributed revenue from individuals, companies, 
foundations and government agencies. SFMOMA is not only focused on financial 
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support. They change their priority to align with different relationships to maximize 
benefits, 
It depends on different companies. Most often we’re pursuing financial 
support, but it depends. For example, we had a great partnership with Adobe. They 
are really an important part of our identity. Adobe and photography are practically 
synonymous, so we reached out to them on really important projects as part of our 
photography center (Self Composed)…it is a really fun interactive space and Adobe 
helped to make that happen, the staff hours, their employees build with us. It was a 
very important project touching the execution of hundreds of thousands of users. It 
doesn’t always need to form a cash category. 
On SFMOMA’s website, there is an article mentioned that “Adobe spent one 
thousand pro bono hours working on the project.” This collaboration is a good 
example of a non-traditional relationship between art museums and business 
companies. The reason for this successful cross-sector partnership is SFMOMA found 
a common goal that aligned with Adobe’s technology and interest, 
Adobe is famous for its computer software, especially photo-editing and 
video-editing products. “Photography is a very important factor of their business, and 
so did SFMOMA,” said Mr. Havens when explaining this collaboration at the very 
beginning, “It’s really just about finding connections that make a lot of sense for the 
partnership. Finding the campaign within the company who’s willing to be a partner 
in creative and help to make something happen. I think it’s important to look at every 
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relationship uniquely and build an authentic partnership that each company should 
have.” 
SFMOMA is not limited to one type of collaboration. From these various 
kinds of partnerships, SFMOMA benefits most in increasing audience attendance, as 
well as saving the operating cost. The museum divided their strategies and goals into 
small sections, and find different partners to fit in different pieces. They break the 
boundary of traditional cross-sector relationship and treat each partner uniquely with a 
common goal and creating mutual benefits.  
Philadelphia Museum of Art (PMA) 
Philadelphia Museum of Art (PMA) is a nonprofit art museum in Philadelphia. 
It is a landmark building with a world-renowned collection. Its goals include 
increasing attendance, enhancing the visitor experience through the broader use of 
digital technologies, engaging with new generations and becoming a stronger role in 
supporting public education1. To achieve these goals, PMA has built some long-term 
relationship with business companies to improve digital technology uses and 
increasing audience attendance, as well as adding operating funds. Corporate support 
is felt in every corner of the Museum—from dynamic exhibitions and programs to 
innovative tech and conservation projects. In appreciation of their support, companies 
receive exclusive Museum access, recognition, and engagement opportunities for 
employees and clients.  
                                                
1 Looking to the future together: A Strategic Vision for the Philadelphia Museum of Art 
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Nico Hartzell, the director of Institutional Support in PMA shared her 
experience and thoughts about the cross-sector relationship. We interviewed in a 
coffee bar in the Perelman Building. To get insight of PMA’s partnerships, Ms. 
Hartzell talked about two important partners, Bank of America and PECO, 
PECO is the local electric company service utility. They support our projects 
tied to community, families, etc. They are also a corporate partner, so we have 
received proper funding in multiple areas. We received support for a larger exhibition 
from PECO’s foundation – Exelon in Chicago. They support education exhibitions 
and annual giving program. For Bank of America, they support us in multiple ways, 
and one is the Museum on Us program. They also sponsor exhibitions (Mexican 
Modernism) and conservation (Golden Diana on the Great Stair Hall). There are 
pretty different models of partnerships between PECO and Bank of America. 
The differences between partnerships cause different expectations. Ms. 
Hartzell then explained, 
Funding and fundraising are essential for a museum, that’s the primarily. But 
also PECO is an really important part of our community. There is no conflict in the 
region we work together on marketing initiatives. PECO has the lights to go around 
their tower that across the river with words like promoting things, that’s how they 
support the community. For us, the promotional partnerships are fantastic 
opportunities whether they’re online or print or on their building. Meanwhile, our 
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education program aligns with their philanthropic objectives, so we can get grants 
every year. 
PECO invests in organizations that support education, the environment, arts 
and culture, and neighborhood development programs. PMA’s various exhibitions 
and education programs fit into PECO’s philanthropic goals. Considering PECO’s 
users are everywhere in the city, it is an excellent opportunity for marketing 
promoting for PMA to increase their social reputation and audience attendance. And 
for the partnership with Bank of America, Ms. Hartzell said there is a little bit 
different because BOA work on a global scale, 
…because they sponsor exhibitions on this scale, and they have a variable to 
be more generous than many sponsors. Over the number of years, it’s been a 
downward trend in corporate support for exhibitions and they are the one that really 
continues to invest broadly. It’s usually a great project for them as something that 
goes to multiple markets. For example, the Mexican modern exhibition, went from 
Philadelphia to Mexico City, to Huston, and they get visibility at each of those 
markets all of which are key markets for them as a company, so they can connect with 
their clients and audiences there. 
Bank of America is a long-term partner. Partnering with them helps PMA has 
a steady contribution income, as well as increase audience attendance with the 
Museum on Us project. The partnerships with PECO and Bank of America are both a 
mix of traditional financial sponsorship and non-traditional partnership. PMA treated 
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their partners very carefully and always tried to find the most appropriate program to 
catch businesses’ interests.  
One potential risk of partnering with big business companies that Ms. Hartzell 
has come up with was whether museums can balance their recognition expectation, 
It is important that we stay within our guidelines for recognition and that 
we’re not going to squash a huge logo on the wall because we hope it’s recognizing 
that we have value as an organization, we don’t want to sell ourselves that way. 
As an art organization, we need to be able to articulate that they(business) 
have value. Beyond just the people in the door, beyond art that we’re doing, but what 
we can do for those companies. I think that’s always sometimes hard to articulate and 
many companies are shifting their priorities. So organizations that may have funded 
arts and culture are now transitioning to education or social service type of work like 
hunger or housing. Very often we can go with those companies if they’re not doing 
exhibitions we can get education support. Sometimes it keeps getting narrower and 
narrower just because companies are evaluating themselves more, and their 
philanthropy. Knowing what their philanthropic goals are is always helpful. 
PMA has a clear mind of its identity, and its partners’ identities, which is the 
reason it can keep long-term stable relationships with reliable partners.  
The partnerships that PMA built with PECO and Bank of America are great 
examples of how an art museum is dispersing its big mission into different pieces and 
find some common goal to align with business companies’ priorities. PMA 
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successfully increase their contribution income and audience attendance by matching 
art projects with companies’ market focus. Meanwhile, those long-term stable 
relationships illustrate that art organizations should always focus on their artistic 
organizational identity, rather than sell themselves in a business way. 
Whitney Museum of American Art (Whitney) 
The Whitney Museum of American Art – known informally as the "Whitney" 
– is an art museum located in Manhattan. The Whitney focuses on 20th and 
21st-century American art. Its permanent collection comprises more than 21,000 
paintings, sculptures, drawings, prints, photographs, films, videos, and artifacts of 
new media by more than 3,000 artists. It has a focus on works by living artists. The 
Whitney is dedicated to collecting, preserving, interpreting, and exhibiting American 
art, and its collection—arguably the most delicate holding of twentieth-century 
American art in the world—is the Museum's principal resource. The Museum's 
signature exhibition, the 2017 Biennial, sponsored by Tiffany&Co, is the country's 
leading survey of the most recent developments in American art. At the same time, 
Whitney's new building in the Meatpacking District, which was sponsored by Audi 
USA, has vastly increased the Museum’s exhibition and programming space, offering 
the most expansive display ever of its unsurpassed collection of modern and 
contemporary American art.  
Whitney Museum is highly interactive with companies and has built some 
notable partnerships. Besides Audi and Tiffany&Co, the museum is also having a 
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long-term stable relationship with Bank of America since the 1970s. To better 
understand the collaboration model and some motivations, an interview was 
conducted with Kathleen Koehler, the Manager of Corporate Partnerships, and 
Jocelyn Tarbox, the Senior Coordinator of Corporate Sponsorships, in Whitney 
Museum’s new building. At first, they explained the reason that makes partnerships 
work, which is a shared value for both the museum and business companies, as Ms. 
Koehler said, 
…in the case with Audi where we had a relationship. They knew we were 
opening a new building, and they like known to be innovative, kind of cutting-edge 
issue type of brand and that kind of aligned with what the Whitney is. We are known 
for championing innovative arts. So, it’s a brand alignment opportunity where it was 
a big moment for us when we opened this new building. 
For Tiffany&Co, it was the timing was right for the company because they had 
just hired a new creative director and they were trying to become more creative and 
infuse new energy into the brand.  
Finding the right time and talking with the right person is how Whitney made 
their business partners get involved in the museum’s project. This is also what the 
business companies are looking for, as Frédéric Cumenal, Tiffany’s chief executive, 
in a statement has mentioned, 
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“Tiffany, like the Whitney, was born of a spirit of innovation and devotion to 
creativity, so to partner with the museum at this exciting moment in its history, is 
significant for both these great New York City institutions,”  
It is always important to clarify the common goal for both sides, which could 
also become a potential challenge, as Ms. Koehler pointed out, 
You need to think about what’s good fit for the museum, what’s good fit for the 
company that has to be mutually beneficial relationship…you can’t really 
compromise the artistic integrity of a museum for the marketing priorities of a 
company as it really has to be something that works for the museum and also would 
work for the company. 
Ms. Tarbox supplemented, 
We really can’t endorse products. So we have to find a way to connect with the 
brand where we’re not endorsing their product. So we can’t have Audi cars here, we 
can’t have Tiffany jewelry. It is really important to have a guideline of what you’re 
willing to do and what you’re willing not to do, like how much money, like thresholds. 
Whitney has very defined guidelines of logo placement and lists for exhibition 
sponsors of what you can do for a certain amount of money. 
When looking for partners and building the relationships, it is always crucial 
for the art museums having a clear organizational identity, as well as be aware of their 
expectations and limitations. This will help to achieve the win for both the museums 
and companies. For Whitney, the partnerships with big companies provide them the 
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access to audience that the museum may wouldn’t be able to attract or to have 
communication with, Ms. Tarbox uses the collaboration with Tiffany&Co to help 
explain that, 
…with Tiffany, they were bringing through events in guest listed on their own. 
They did a series of videos for us, surrounding the Biennial. We did a retail 
collaboration with five artists and video series was kind of on our audiences and on 
our artists and also on the Biennial. So those were on the New York Times video 
channel, T-brand channel. And so we have a website that if people go to the Whitney 
website they can see our videos. So if you're on the New York Times website all those 
people are learning about the Whitney when we might not necessarily have that kind 
of reach. And then hopefully some of those people that weren't familiar with what the 
Whitney is or what's the Biennial is would then come and check it out. So it's really 
primarily expanding our audiences. 
Same for Audi too. I think Audi, one of the benefits from them is they bring 
additional press. They'll bring tech sometimes, they'll bring fashion press. So just 
getting our events and exhibitions into different news’ outlets also helps with 
expanding the region of the audience.  
Also, the partnerships bring additional financial support on marketing, 
(Ms. Tarbox) Tiffany and Audi, they have a lot of times more money to spend 
on marketing than we might. For the Biennials, we had a specific amount of money to 
spend on marketing so we had to be very strategic throughout New York where we 
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were putting up posters, subway signs, like the taxi things. And then Tiffany was able 
to come in and give an additional amount of money, or put signs or posters or 
marketing up around the Tiffany flag shop. So they're able to expand the marketing 
reach for us. It's nice when they have additional funds to amplify things that we're 
doing.  
(Ms. Koehler) I think from the marketing aspect they really can put more 
money, and supplement our original marketing plans to a wider reach. Whether it is 
like through like a Facebook channel or more printed ads that you can just pay more 
money to put more ads for us.  
 
Whitney is trying to be flexible in building partnerships. They keep eyes on 
the companies’ shifting philanthropic principles and be aware of the trends that are 
happening in different industries. The partnership that Whitney build with 
Tiffany&Co and Audi USA are good examples about how a museum can achieve a 
boarder audience reach and more marketing financial support through various types of 
collaboration with large companies. 
Bank of America (BOA) 
Bank of America Corporation (BOA) is a multinational banking and financial 
services corporation in the United States. BOA has a long history of supporting arts 
and culture. They support nonprofit arts institutions that deliver both the visual and 
performing arts, provide inspirational and educational sustenance, anchor 
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communities, create jobs, complement school curricula and generate substantial 
revenue for local businesses. Combined with their charitable foundation employee 
Matching Gifts program, BOA supports more than 2,000 arts organizations 
worldwide. 
Every year, BOA serves as the primary sponsor of more than ten museum 
exhibitions. Their art institutional partners are all around the country including the 
Chicago Symphony Orchestra, the Smithsonian National Museum of African 
American History and Culture in Washington, D.C, etc. Their Art Conservation 
Project provides grants to nonprofit museums to conserve historically or culturally 
significant works of art. Since 2010, BOA has provided grants to museums in 29 
countries for more than 100 conservation projects. In addition to loaning works from 
collections, BOA donated pieces to museums around the country, also auctioned 
works from the collection through a partnership with Sotheby’s, granting the proceeds 
to nonprofit organizations. Another project that BOA is working on is the Museums 
on Us project. In its twentieth year, Museums on Us offers BOA cardholders the 
opportunity to visit more than 175 of the most popular cultural institutions in the US 
free of charge on the first full weekend of every month. 
BOA is considered as the primer partner by SFMOMA, PMA and Whitney 
Museum. All the three art museums participated in the Museums on Us project, as 
well as accepted grants and other support from BOA. Each has the experience of 
doing exhibition together with BOA. Therefore, BOA will be an example of a 
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well-known company in the cross-sector relationship with nonprofit art museums. 
Diane Wagner, the SVP of Regional Media Relations of BOA shared her thoughts on 
this field through a phone interview. Ms. Wagner first explained BOA’s motivation 
for supporting art museums, 
We feel that art needs to be explored in different media that are very 
interesting for people to see. We see that art is a cultural language. Arts has the 
ability to connect people, it brings together people of all cultures and that’s the 
visibility. We do not purchase art, we make it available to the public because we feel 
it should be shared and should be enjoyed by people of all background, that’s why we 
have Museum on Us. We support museums to benefit communities like an economic 
driver. 
BOA has a big philanthropic goal and supports art museums in a board range. 
At the same time, BOA also achieve their specific mission through partnering with art 
museums, 
One is called Eye Wonder. And it’s just woman photographers. We give our 
collections to museums and sometimes it’s a revenue generator for the museum, 
they’re able to charge a special admonition for the exhibit. 
Eye Wonder: Photography from the Bank of America Collection is a seasonal 
exhibition held by the National Museum of Woman in the Arts (NMWA) in 2011. 
This special exhibition has aligned with BOA’s value of investing in women. NMWA 
Director Susan Fisher Sterling said, 
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Through this unique program, we can bring together and share with the public 
works by some of the best women photographers. 
BOA has a common goal with NMWA and hosts an exhibition to achieve it. 
The program helps enrich communities culturally and economically and generate vital 
revenue for museums. This partnership helps the museum to increase audience 
attendance and earned income.  
As a business company, BOA didn’t only focus on one type of relationship. 
Ms. Wagner said, 
It is always a combination of different things whether the providing financial 
support or doing projects together. I think it depends on the varying degrees of what 
we’re able to provide support to and how we’re able to provide support. Sometimes 
it’s difficult because we can’t always be everything to everybody and provide funding. 
Museums may have a certain funding in mind and we may not be able to fully support 
that. It is really important to have a common thread. 
From a business perspective, BOA is willing to support art museums in 
different ways if there is a common goal. Therefore, it is necessary for museums to 
find that goal and develop it with business companies in the most appropriate way of 
a relationship. 
BOA may be the most well-known business companies that support arts and 
culture. Its project and grants go around the country to fit in museums’ programs and 
exhibitions. When looking for a partnership, it is the common thread that BOA mostly 
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concern. From BOA’s research result, its partnerships with art museums can increase 
museums’ audience attendance and earned income (ticket sales). As well as adding 
more individual donations opportunities because museums has more exposure to 
different groups of people. BOA’s example illustrates that well-known business 
company are active in supporting art museums because they have clear philanthropic 
propriety, which is necessary for art museums to know. 
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CONCLUSION 
 
 
The four cases in this study are good examples of the cross-sector relationship 
between nonprofit art museums and well-known business companies. They all 
illustrate that the business-nonprofit collaboration is a win-win strategy and indicate 
that there are mutual benefits for both art museums and business companies. 
Meanwhile, their partnership models reflect that the cross-sector relationship is a 
realization of the common project, as well as the trend of evolving from 
financial-oriented support to a mix of various types of resources sharing. Art 
museums can consider the following highlights summarized from the cases when they 
are planning to build a wise partnership with large companies: 
l Partnership with well-known large companies can bring benefits to 
both sides. For nonprofit art institutions, it is a good opportunity to increase 
audience attendance for a special exhibition as well as to the general attendance, 
therefore increases earned revenue. Large companies’ strong financial ability and 
other non-cash resources (technology, materials, employees, etc.) can efficiently 
support art museums in saving marketing and operating funding, as well as 
improving reputation through social media advertisement 
l The cross-sector relationship between nonprofit art museums and 
large companies is evolving in multiple ways. For companies, the direct financial 
support is a traditional way. However, they are also willing to develop programs 
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together with art museums when there is a common goal or a shared value. The 
cases in this study illustrate that successful partnerships are always a mix of 
cash-oriented sponsorship and non-cash collaborated projects. Therefore, it is the 
time for nonprofit art museums to open the door and consider looking for various 
types of partners. 
l Art museums should always have an awareness of company’s 
shifting philanthropic priority or current interests. Finding a common goal to 
work on is the key to a successful partnership. Different types of companies’ 
goals may vary from others. Art museums should always treat each partner 
individually to find out the best model for each relationship. 
Partnering with well-known companies also have risks. It might happen that 
art museums are losing their artistic identity and merely catering their business 
partners in the process of collaborating. To avoid the potential risk, art museums 
should always clarify the expectations, requirements, as well as what the museums 
can do at the very beginning of each collaboration. A template or guideline that listing 
every detail is a good choice. This is also what business partners are looking for. In 
this way, companies are more aware of what kind of support they need to provide.  
Another risk would be that sometimes it’s hard to find the right person to talk 
with. This happens when building a partnership with technology companies and 
overseas brands since they don’t have a long history of collaborating with NPOs and 
local market. In this situation, art museums need to do extra research to find out those 
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companies’ business interest and their target audiences. Then the next step could be 
finding the right time to build a collaboration that benefits both sides. Finding the 
right person at the right time is a challenge; however, it could also be an opportunity 
for a creative relationship. 
As mentioned earlier, this study has limitations and needs further research. 
There are more advantages that art museums can benefit from the cross-sector 
relationship. Other important improvements including strengthening existing 
programs by bolstering administrative functions, extending network in the community, 
etc (Vail 2014). Some downsides also may happen, for example, the collaboration 
with large business companies could distract NPOs from their public mission. How to 
balance the work in advocating for public funding and taking financial support from 
well-known brands is another challenge. However, the fact is that cross-sector 
relationship between nonprofit art museums and well-known business companies will 
become more important especially in the time when public funding and private 
donation is shrinking. This is an opportunity that art museums should catch to cover 
their operational cost and grow stronger to better serve the community.  
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APPENDIX A: INTERVIEW QUESTIONS 
 
1. Could you please talk about the partnership that the museum built with 
business companies? 
2. What is your expectation of this relationship? How do you feel you achieve 
that? 
3. What make you choose your current partner? Is there any particular reason? 
4. What do you think is the key factor that make the partnership success? 
5. What do you feel is the biggest challenge of this relationship? 
6. When the Museum consider this collaboration, does the Museum prefer the 
traditional relationships - such like financial support, or the non-traditional one - 
such like holding exhibition with business together with resources sharing and 
employee engagement?  
7. Does Museum achieve some kind of success in revenue income, social 
awareness and audience increase? How does the Museum measure these 
outcomes? 
8. What do you feel is the biggest challenge of this relationship? 
9. Do you think there is any potential risk in the relationship? How will you 
avoid that? 
 
